Introduction Social Media Importance for Business Promotion
Social media have fundamentally changed the nature of communication in organizations and outside organizations. It requires different view toward relations with target audiences, because of communication channels possibilities and multiplicity in internet. Everyone who is using internet can become the participator of communication and can create content or express own ideas. Orsini (2007) emphasizes, that the number of options for effective communication may seem overwhelming, but using a wide range means you are more likely to reach a wider audience in a more personal and relevant way.
The crisis had influence on communication, marketing, public relations process too (Valackiene, 2010) . Organizations are looking for cheaper and more effective possibilities for their products and services promotion. Successful examples of social media implementation and restrained economical resources just empower the organizations to look for more alternatives.
Summarizing the scholars Mangold, Faulds (2009) , Mayfield (2008) , Henderson, Bowley (2010) , Lundin, Nilsson (2010) definitions about social media we may state that emerging new internet-based communication possibilities describe a variety of collaborative online applications and technologies that are created, initiated, circulated and used by community on collaborative fashion and on educating purposes about products, brands, services, personalities and other issues. SM includes social networks, forums, microblogs, blogs, podcasts, vidcasts, mashups, wikis, online virtual worlds and others. Kurucz (2008) indicates that it is social process to buy products or services. The decisions to purchase a service or good may be influenced from somebody the customer know. Social media gives a platform to spread the opinions or messages about sales, i. e. SM gives possibility to spread information word-of-mouth. But at first networked environment should be created, information has to be available where audiences can find it, and it often needs to be customized or customizable (Ranchhod, Gurau, Lace, 2002) .
The world tendencies are very favourable for social media, but in Lithuania it is still conservative looking to these new possibilities. All these channels (microblogs, networks and others) give possibilities to attract users and to build virtual communities, to analyze community members' actions, to form special message which will reflect community interests, activities and purposes and be accepted by community. The highest value of virtual communities is their members, which are creating and sharing information, helping to strengthen the positions of organization in the market. Therefore business has to think how to become a required part of internet users' communication process (Kangas, Toivonen, Back, 2007) . states that the skills and enthusiasm for social media amongst the "Google generation" had been highly overrated: while the internet users were prepared to use social networks for personal activities, they were skeptical about their relevance to the business worl Ranchhod et. al (2002) state that internet technology is the most efficient medium for companies to provide newly fragmented audiences with the data they desire. Organizations are using SM in many functional areas of business and are enjoying numerous tangible benefits such as increasing sales, search engine optimization, web traffic, customer satisfaction and revenue (ISACA, 2010) .
Referencing the research and information of marketing firm Digital Brand Expressions (2010) and Branding and business expertise group North (2009 ), Balnchard (2010 the departments which are included in social media implementation plan and the activities of organizations where may be used social media presented in Figure 1 .
Departments involved in social media communication plan
Activities where social media may be used Figure 1 . Departments involved in social media and activities where social media may be used.
In social media implementation process Marketing, Public relations, Sales, Information Technologies, Human Recourses, Customer Services and others departments should be involved. The media could be used for customer support and services, market research, reputation management, brand marketing, services and products promotions, consumer education, sales, product development, customer relationship management.
Business organizations deciding to implement social media have to accept and to know the risks and advantages which may arise:
Organizations can't expect to keep control of their marketing message while at the same time allowing a transparent voice to their staff and customers through a blog or other online forum . The fear of negative information which can't be hidden may arise. But this may empower organizations to improve internal communication.
Organizations have also discovered that they are able to monitor the market, their competitors and their customers via social media outlets. This allows engaged organizations to be on top of any changes that may be needed and to proactively make appropriate adjustments to strategies, products or services (ISACA, 2010) . The actions of organizations can be followed by other organizations as well.
Scholars Ashcroft (2001 ), Hurme (2001 , Mangold, Faulds (2009 ), Pan, Lan (2009 , Kaplan, Haenlein (2010) define several reasons which may encourage the use of social media and where organizations should take precautions in communication process. According to the mentioned reasons, we excluded positive and negative aspect of social media. Table 1 presents an overview associated with social media positive and negative aspect. In general social media may help to ensure better, direct, effective communication between institutions and its target audiences. The negative aspect which may most affect communication process is the lack of message control mechanism. The receivers of the message may even consider the transmission as 'spam'. With this lack of control comes the potential of negative impact from viral campaign .
Social media describes a variety of collaborative online applications and technologies that are created, initiated, circulated and used by community on collaborative fashion and on educating purposes about products, brands, services, personalities and other issues. The emerging new internet-based communication may help to promote business if it is done in correct way: adding value, helping to solve problems, educating and etc. In other case risks may arise which can have negative effect on organizations actions. The most negative aspect of social media is lack of information control. Therefore every organization should plan social media implementation process, to set up the purpose, to plan resources, to define the target audiences, to select social media channels and to pursue planned actions.
Model of Communication in Social Media
The marketing community is moving away from strategies that emphasize mass reach to strategies that involve targeting fewer people with a message that is more relevant and compelling and thus more likely to be acted upon (Keller, 2009 Communication from company to consumer. Communication of companies in social media becomes dependent on the wishes or will of consumers. Consumers decide themselves how to interpret every message sent by a company.
In his blog Ronnestam (2009) distinguishes components that are characteristic to the message in social media: brand / product, famous person, lifestyle or culture and one of the most important components -an innovative idea. Novelty should guarantee the interest in message. Consumers simply never disseminate boring news. When messages are attractive they spread among consumers like a virus. Another aspect that companies should also take into consideration is the frequency of messages. An excessive number of messages can be considered spamming, but if messages are sent too rarely, consumers will not be actively involved in the process of communication and rare messages will not have a strong impact on consumers.
Companies should prepare for communication in social media in advance and consider this process as a complex of actions (analysis, audience research, communication planning, preparation for communication, implementation, monitoring, and assessment of results) and integrate communication strategy into the overall strategy of the company and not to confuse the communication strategy with implementation tactics.
Thanks to the Internet, companies and consumers can support the following types of communication (Hurme, 2001; Popworth, 2009 ; Zailskaite-Jakste, :
one-to-few (i.e. communication in separate Facebook groups); few-to-few (i.e. communication in Twitter); one-to-one (i.e. communication in Twitter by sending direct messages); one-to-many (i.e. information in blogs); many-to-many (i.e. a number of opinions are provided to multiple readers in forums).
Communication consumer to consumer. Social media has given a very high power to consumers who no longer are passive recipients of press releases and product information (Li, Bernhoff, 2008) .
Consumers can see the strengths and weaknesses of every message, comment on them, criticize them and etc. Having received the information a consumer transmits it to another consumer and the latter transmits it to yet another consumer. Information spreads among consumers like a virus. It should be taken into consideration that in social media word-of-mouth communication spreads much faster than in the real word and a message can reach millions of consumers in a short time.
Research done by Bambauer-Sachse, Mangold (2010), Bickart, Schindler (2001) , Smith, Vogt (2005) , Trusov, Bucklin, Pauwels, (2009) showed that word-of-mouth communication is more influential than traditional communication since it is perceived as providing a rather reliable information. Thus, word-of-mouth communication influences the formation of consumer perspective and behaviour.
Even though the company cannot directly control messages transmitted in consumer-to-consumer manner, it can influence consumer dialogues or discussions. For companies that are trying to control a word-of-mouth communication on the Internet Bronner, Hoog (2010), Bambauer-Sachse, Mangold (2010) recommend to constantly observe the ongoing communication and consider both positive and negative comments.
Consumer's response to company, i.e. feedback. The formation of company's and its goods image in the consciousness of the consumer and the procurement act can be consumer's response to successful communication of the company in social media. Consumer's response or reaction to company's communication can be assessed by conducting consumer surveys.
In order to better understand the implementation of communication in SM, the model of communication in social media was constrained. The model is based on theoretical and empirical studies in the field of communication in social media (Mangold, Faulds, 2009; Litvin, Goldsmith, Pan, 2007; Hollenhorst, Michael, 2009; Low, 2009) .
The model of new communication paradigm by Mangold, Faulds (2009) shows that social media appears alongside with traditional support complex where the consumer becomes the most important participant in communication.
Litvin's, Goldsmith's, Pan's (2007) The theoretical model of communication in social media involves not only the process of communication between the organization and consumers, but also the preparation and assessment that are also important implementation of the overall communication strategy.
The first three stages of the model (environment and competitors' analysis, communication strategy, selection of appropriate channels) include the preparation of the company for communication in social media.
The process of communication, content creation, consumer attraction and maintenance of communication reflect the communication between the company and consumers.
When consumers receive a message from the company they begin to communicate with each other. A communicative message can spread like a virus through word-of-mouth. This is how consumer-to-consumer communication is implemented.
The model of communication between consumer and business organizations i. e. feedback reflects the monitoring of actions, assessment and comparison of results.
The contents of constituents of the introduced communication in social media model will be discussed further.
Environment and Competitors Analysis. Lundin, Nilsson (2010) Low (2009) recommends to conduct monitoring by using the following tools:
Google Trends -to monitor enterprise search traffic; Google News Search -to monitor the media mention;
Google Blog Search -to monitor the blog mention; FriendFeed.com -to monitor Facebook voices; BoardReader.com -to monitor forums; Socialbakers.com -to monitor Facebook page statistics (Veidaknyge.lt -in Lithuania);
Others. Communication Strategy. The second step is related to goals setting, strategic initiatives, social media incorporation into organization strategy, social media channels planning. Blachard (2010) declares that social media should be done by or in collaboration with the management level in the company. The following steps are proposed:
1. Identify goals -the purpose of the social media implementation.
2. Identify target audiences -who should reach. 3. Develop strategy and integrate the strategy into general strategy of company.
4. Clarify intent -why social media can be plugged into the organization.
5. Provide direction -how social media can be implemented.
When preparing a strategy Hollenhorst, Michael (2009) recommend distinguishing target groups, considering and selecting appropriate channels that will help to achieve the objectives; to considering the basic idea in the message transmitted to consumers, how active the communication will be, how consumers will be engaged in communication. At this stage it is also crucial to define the objectives of communication in social media, e.g. to strengthen relationships with consumers, increase awareness, increase the number of visits on a web page and etc.
Social media requires time, it is not free. Therefore, it is important to plan how many employees will be involved in communication in social media and how much time they will have to spare.
Marketing, public relations, sales, information technologies, customer services, human resources or personnel and other departments should be involved in this step. For example, human resources or personnel units should plan how many employees' organizations will need for social media implementation, do they have enough knowledge, competence and etc.
Appropriate Selection of Channels. The third step toward effective and successful communication is the analysis which social media tools are the most popular. This analysis could be done by marketing or public relations departments with help of information technologies department.
Not all social media tools are well-liked. Therefore the organizations depending on their activities have to choose the most appropriate social media sites where they can reach the respective target audiences and continually communicate with them (Zailskaite-Jakšte, . The next step of the model is to build and to maintain community, i. e. to present created channel to target audiences, to attract consumers, to propose engaging content, to react timely and etc.
Communication Process. The fourth step includes: social media channel creation, content building, community building or consumers in internet engagement, messages dissemination. Marketing, public relations, information technologies, sales departments should collaborate together in order to ensure direct, appropriate, effective and two way communication with consumers (in universities with prospective students).
Companies communicating in social media should remain transparent, write in a simple, comprehensive style, write about things that they know, admit mistakes, not to ignore the negative information (Low, 2009) .
Content building correlates with community building: interesting, attractive, easy content, sincere tone, frequent, but not tiresome messages may engage internet users. Mangold, Faulds (2009) proposes for users engagement to use such elements: provide networking platforms, use blogs and other social media tools to engage customers, provide information, provide exclusivity, design services with talking points and consumers desired self-images in mind, support causes that are important to consumers, organizations can leverage emotional connections by embracing one or more causes that are important to their customers, utilize the power of stories.
Attractive information as viral message can be spread between internet users.
Actions Monitoring. Moreover the social network enables to investigate the interconnected people on how they influence each other with the information they have and hence their decision.
Public relations or marketing unit or community manager should follow up the conversations of community members in real time: to count likes, posts, comments, rebroadcasted messages, responses, authority, sentiment and others. Rapid feedback and insight from consumers provide a mechanism for executives to assess consumer opinion and use this information to improve products, customer service and perception (ISACA, 2010) .
There are many tools in internet which may help to monitor whether the message or even all the program was successful. We have introduced several tools (Google Trends, Google News Search, Google Blog Search, FriendFeed.com, BoardReader.com, Socialbakers.com), that can be used in marketing when we discussed the analysis of environment and competitors. The following programs can also be useful for communication monitoring:
Social Mention -real-time social media search and analysis:
Addict-o-matic -monitoring of the latest news, blog posts, videos and images;
Twitter Search -monitoring the latest messages; Others. The comparison of the information flow of different sources will get the best results.
Assessment and Comparison of Results. This step shows success of social media implementation. Assessment of results and comparison should be done by marketing or public relations departments. Of course, potential contribution of every department should be estimated. Usually companies use different metrics to measure social media success: Web Site Traffic (68 %), Engagement with Prospects (60 %), Engagement with Customers (52 %), Revenue (38 %) (Lundin, Nilsson, 2010) . Low (2009) suggests evaluating the success of social media by employing content metrics (who is talking), compliance metrics (is the content adapted to the target audience), impact metrics (does the content prompts to take action).
In this part the model of communication in social media was presented which may be used for business organizations. The model is composed from six steps: environment and competitors' analysis, communication strategy, appropriate selection of channels, communication process (account creating, content building, community building and maintaining, consumers engaging and message shearing), monitoring, assessment and comparison of results. In this model communication flows from organization to customers, between customers and from consumers to organizations.
Empirical study of communication in social media: a case study of public Lithuanian higher education institutions
Higher education institutions are following the business experience for SM implementation, because young people have interest in new possibilities. This interest enforces HEI institutions to look for more competitive advantages for study promotion.
The communication of higher education institutions in social media is important since active involvement of prospective students in communication in social media helps for prospective student to choose the university where he or she would like to study. Social media presents a university as "live", communicating and caring about current and prospective students.
One of the most important features of HEI is its openness to society, based on the abundance of knowledge, their application and distribution.
With higher education institutions communicating in social media it is necessary to assess the specificity of activities of higher education institutions. This specificity is primarily reflected by target audiences (youthprospective and current students; university staff; the general public). Young people are open to novelties. They are spending a lot of time surfing, browsing and looking for information about particular studies on the Internet.
Internal audiences can join and do join the process of communication of higher education institutions by promoting studies at higher education institutions in social media: students, scholars and teachers, administrative staff, technical staff (Stravinskiene, Zailskaite, 2008) . It is rather difficult to control the communication of all these internal audiences in social media. On the other hand HEI can ensure successful communication with target audiences by taking advantage of these internal audiences for distribution of messages.
Moreover, not only the representatives of central administration have channels in social media, but also the departments, as for instance faculties or centres. Thus, when communicating in social media the universities should involve these divisions in the implementation of overall communication strategy.
An empirical study was aimed at finding if the suggested model of communication in social media can be applied in promoting studies at higher education institutions in social media. The research was examined applying the method of a case study.
The empirical study raised the following questions:
RQ1. How do Lithuanian HEI involve consumers in communication in social media? RQ2. How communication in social media is planned by promoting studies at Lithuanian higher education institutions?
Content analysis has been used to analyze how Lithuanian state university-type higher education institutions involve consumers in communication in social media. At first, the research of social media channels was made including the analysis of higher education institutions web pages, looking for social media icons or references; search of social media icons or references, using search engine Google.com; social media channels survey estimating reach of the channel, community size and interactivity. Fourteen web pages of Lithuanian public universities were analyzed.
We were looking for information about social media channels, i.e. icons. During this research we have visited first internet pages of universities. The icons on first page show continuity (relations between web page and social media channels) of institutions' activities. The web page presents institution as well as gives the appropriate information for every target group.
The social media channels for prospective students' attraction were found through the major search engine that are the most frequently used in the Lithuania, i.e. Google.com. The data were collected using key terms: the name of HEI and social media channels.
The community sizes and the rising number of the community members usually reflect the efforts of institutions to attract target audiences. The endeavor of communication of institutions in SM can be assessed counting number of: likes, posts and comments in social networks; posts, retweets, responses in microblogs, recency of posts in microblogs and social networks; comments and rankings in creativity works sharing sites (Burson-Marsteller, 2010 ).
An interview with the head of Public Relations Department of Kaunas University of Technology and deputy director of Public Communication Management of Vilnius Gediminas Technical University (VGTU) was conducted in order to find out how HEI plans and implements the communication in social media in practice. The respondents were selected by considering the results from the first stage of the study and index of social media, evaluating efforts and results of communication in social media of higher education institutions, presented by public relations agency "Komunikacija ir konsultantai" in November 2011 (index of Kaunas University of Technology -22,4, index of Vilnius Gediminas Technical University -20,05).
Research results. The results of using social media by involving the prospective students at public Lithuanian higher education institutions were obtained in content analysis and are presented in Table 2 . The research showed that just three Lithuanian universities are trying to use social media for studies promotion.
At first the front pages of HEI were analyzed. Universities don't have a need to put icons of social media channels into front pages of institution. Only one university has social media channels icons on its first pages for prospective students. The social media channels for prospective students/schoolchildren where find using search engine. 
In general the most popular social media channels are social network -Facebook, microblog -Twitter and creativity works sharing site -YouTube: 12 universities are using social network Facebook;
Four HEIs have accounts in microblog Twitter, one in Blake -the Lithuanian microblog;
Six HEIs have accounts in creativity works sharing site YouTube, but just one has YouTube channel committed to prospective students; Three universities have their accounts for schoolchildren/prospective students in social networkFacebook.
It is necessary to pay attention towards Vilnius Gediminas Technical University communication in social media. This HEI has web page http://www.brendu.lt, where the character called Gedas is trying simply to explain science subtleties and presents other information, which is actual for schoolchildren. This character has its own Facebook and YouTube accounts.
Only one higher education institution in Lithuania seeks to maintain integrity between internet front page and social media channels providing the consumers with possibility to go directly from university internet page to social media channel.
The interactivity of universities in social media are low, i. e. messages are submitted quite seldom, small number of likes, comments, responses.
The study (interview) on communication in social media by promoting studies at Lithuanian higher education institutions revealed that the suggested model for communication of business companies in social media can be successfully applied to the communication of universities in social media.
The popularization of higher education schools and involvement of prospective students should originate from environment analysis and planning as well as benefit assessment that may be gained by social media.
According to the model of communication in social media the first step toward SM implementation is the Environment and Competitors Analysis. HEI should analyze the channels used by universities as well as by business organizations.
The interview revealed that KUT follows what means are used by competitors, partners and sponsors. The staff responsible for social media takes part in different trainings, where they learn the latest trends and strive to adapt them.
The team of VGTU portal designated to schoolchildren http://www.brendu.lt also follows social media tools that are used by other universities for communication with schoolchildren.
Communication Strategy. Universities, which have created their accounts in Facebook for schoolchildren, have a purpose to communicate with these target audiences directly. The aim of social media implementation is to enhance university positions among schoolchildren and promote studies of particular university.
Kaunas University of Technology identifies the following objectives of communication in social media with prospective students: "to reach the prospective entrants", "to show the versatility of the university", "to involve schoolchildren in two-way communication", "to show the benefits of studying at the university".
Vilnius Gediminas Technical University has the following objectives of communication with schoolchildren in social media: "to stimulate schoolchildren curiosity, interest not only in technologies, ecology, innovations and creativity, but also in student life, procedure of entering the university, events that take place in the university." VGTU portal for pupils http://www.brendu.lt also strives to motivate pupils to communicate and consult professors prior to studies.
According to the representative of KUT, social media makes the university more "live", as it gives an opportunity to reach the target audiences and maintain the relationship with them.
Representatives of VGTU claim that not only the number of fans is important, but also the audiences to which the information is provided: schoolchildren, their parents, teachers; therefore, characteristic features of audiences are considered in communication.
Two staff members of KUT take care of communication in social media. The team of VGTU portal http://www.brendu.lt consists of two people who are responsible for the contents of the portal (video, messages and etc. material), the development of the website, implementation of strategy, commercial.
Appropriate Selection of Channels. Content analysis showed, that universities choose social network Facebook and creativity works sharing site -YouTube for studies promotion. Both of them are popular in Lithuania.
According to Kaunas University of Technology, the university uses two channels YouTube and Facebook for communication with prospective students.
VGTU study programs are promoted in portal for pupils http://www.brendu.lt. The portal can also be found on Youtube and Facebook channels. VGTU also aims at cooperating with prospective students in relevant platforms of social media that are devoted to schoolchildren -other portals, newspapers, magazines.
Communication Process. The content has a big impact on prospective students' attraction.
According to representatives of KUT, the university organizes various campaigns and initiatives, calls for schoolchildren opinions and invites them to participate in events, promptly responds to questions of prospective students i. e. aims at involving schoolchildren in active communication:
" VGTU and KUT on Facebook and Youtube channels follow the increase in the number of fans/ subscribers and evaluate the popularity of topics according to the number of "like" clicks or comments.
During the January of 2011 197 internet users joint the VMU schoolchildren community in Facebook. During January-February in this channel were 37 posts, 137 likes and 61 comments. Kaunas University of Technology and Gediminas Technical University channels were not so popular for prospective students/ schoolchildren in Facebook.
In the platforms of VGTU portal, designated to schoolchildren, http://www.brendu.lt consumers sometimes enter negative comments. According to the representative of VGTU: "When comments are obscene, vulgar, incite hatred or are threatening, they are removed."
KUT also follows communication in social media and strives to immediately react to positive and negative comments.
Assessment and Comparison of Results. The service Facebook Insights is used by KTU to measure nonfinancial efficiency in social media. So far the university has not paid enough attention to the measuring of nonfinancial efficiency of social media. In future this university has plans to purchase software that would help to carry out a more detailed assessment of communication in social media.
"Google Analytics" is used to follow the visiting rates of VGTU portal for schoolchildren http://www.brendu.lt. Furthermore, each year a student survey is conducted at the university in order to determine how many newly enrolled students know about the portal and whether or not this web page is useful to them in looking for information about future studies.
Case study revealed that just three out of fourteen state higher education institutions use social media for studies promotion in Lithuania. Only one university has linked its front page with social media channel designated to schoolchildren. The interactivity of universities in social media is low i.e. messages are rarely provided, there are few "Like" clicks, too few comments and responses.
HEI implement communication in social media on the basis of six stages (environment and competitors analysis, communication strategy, appropriate selection of channels, communication process, monitoring in real time, assessment and comparison of results) of implementation of communication in social media, that are characteristic to business companies.
The empirical study of communication in social media by promoting studies at Lithuanian higher education institutions proved that universities follow communication of one another in social media; select objectives of communication in social media individually; use the same channels Facebook and YouTube for communication with pupils; schoolchildren and prospective students are attracted the most by a visually provided information, which is new, adapted to the target audience and which cannot be found on other Internet pages, i.e. very important content; universities try to turn the negative messages into a positive information, delete obscene messages; the popularity of messages is measured by the number of "like" clicks or the number of comments; universities use different means to measure success. So far Lithuanian universities do not fully use the existing tools of social media to perform monitoring.
The most obvious way to realize the success of the study promotion of high education institutions is the analysis of admission results of these institutions. Objectives of communication in social media, as for example how much communication in social media can help to increase the number of entrants, should be determined in the process of strategy preparation. This would allow assessing the results of communication in social media by promoting studies in higher education institutions more accurately.
As the research showed Lithuanian universities still do not fully involve their internal audiences and departments into the process of communication in social media. When forming the strategy of communication in social media Lithuanian universities should pay greater attention to internal audiences and departments: to plan how they will include them in the process of communication and how they will relate their activities to implementation of the objectives. If universities successfully involve internal audiences and departments into communication in social media, then the messages will reach prospective students through more varied channels, direct communication with students and prospective students will be ensured and more active engagement of prospective students into communication will be ensured. The involvement of internal audiences into the process of communication in social media can also help to perform the better monitoring of communication in social media. For example, if students writing blogs informed the university staff responsible for communication about the reaction of consumers to the
